Promoting
Main Street

Keysto Marketing
Your Business District

Revitalization

*Organization

*Design

*Economic Restructuring
*Promotion

Cycle of Investment




Isn’t Promotion the same
as Marketing...

*The Marketing Cycle is
—research
—market definition
—product design
—product distribution
—product promotion

The Marketing Cycle

*Product promotion is:
—advertising (paid media)
—publicity (free media)
—direct mail
—point-of-purchase
—events

Why promote? To change
the image of the district

The image is determined
by ...




...Physical attributes

...Memories

Hares Grocery Store

.. Attitudes




...Types of
Goods and
Services Offered

...How People
Use the District

....and How
You Program
the District




Target Marketing

* Shotgun v. Rifle Approach

» Design Events Based on Target Market
« ldentifying Target Markets

— business strengths
— survey businesses
— media information
— market analysis

— and...

Position Statement

¢ Describes district's niche in the
market

¢ Helps describe character of district to
investors & customers
¢ Includes:
— General assets
— Primary markets
— Primary goods/services
— Attitude/character of the district

Sample
Position Statement

Washington Heights, attracts shoppers
from most of Bigville and 6 of the city’s
western suburbs. Customers are
predominately African-American women
from households with a median income
of $25,000. The neighborhood’s strong
clothing niche is a big draw. However,
it's neighborhood-serving retail (grocery
stores, pharmacies) serve immediate
residents who have median household
incomes of $33,000




Position Statement

Promotions

eImage Building Activities
*Special Events & Festivals
*Retail/Business Promotions













Five Festival
Essentials

*Music

*Food

*Overlapping Activities
Something Free
*Activities for All Ages
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Legal

Issues:
Insurance
Contracts
Licensing
Safety

National Trust
I nsurance Services

* Health insurance,
call (888) 336-8347

 All other types of insurance offered,

call (866) 269-0944

» Check the website for National Trust
Insurance Services, located at
www.nationaltrust-insurance.org.

* Y ou must be amember of the Main
Street Network.
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Evaluating Events

« Benefits

* Measure:
— attendance
— attitudes
— sales volume
— media value

Main Street’s Event Triad

Special Events/Festivals:
attract people
acquaint them with district
present a “warm fuzzy” about the district
result in eventual sales

Can be built around:
Social activity
Heritage
Holidays

Should highlight assets, unusual features

Retail Promotions
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Taking
Advantage of
Special Events
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Main Street’s Event Triad

Retail/Business Promotions
Focus community attention on commercial
aspects of district
Ring the cash register (immediate sales)
Build customer base for businesses
Types include
Cooperative
Cross-Retail
Niche
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Graphics
and Slogans
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Ad Campaigns
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Steer the Image with the

Calendar of Special Events

Working with the Media

* Newspapers

* Magazines

* Radio

* Television

* Internet

¢ Your Own Media

Main Street’s Event Triad

Image Promotions

Promote a positive feature of the district to
improve the overall image

Combat negative perceptions about the district
Can be:
advertising campaign
collateral materials
media relations
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The Promotion Committee

*Understand the changing market -- both potential
shopper and your competition

eldentify the district's assets -- including people,
buildings, heritage, and institutions

*Define Main Street's market niche -- it's unique
“position” in the marketplace

*Create NEW image campaigns, retail promotions
and special events to lure people back to the
district

The Promotion Committee

Composition

« Merchants/other * Tourism people
business owners * Graphic
¢ Chamber designers/artists
members/staff ¢ Media: reporters &
« Civic groups, editors
especially arts « Residents
related ones « People who want to
» Marketing/ad make something fun
professionals and and creative
teachers

Promotion Committee
Funding Responsibilities

Create revenue
generating
events

Find sponsors
for events

Include
administrative
costs in budgets
for all projects,
including
advertising
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Group Exercise

Please stay in touch!

Lauren Adkins
Assistant Director for Field Services
National Trust Main Street Center
1785 Massachusetts Avenue, NW
Washington, DC 20036
lauren_adkins@nthp.org
www.mainstreet.org
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